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Our latest polling of business and financial
journalists

What makes
outstanding press
relations

The views of journalists
on ESG




Who do we speak
to?

C100 telephone interviews,

twice a year.

Quotas on publication type
to ensure a range of
journalists are interviewed
and the sample profile is
consistent year-on-year
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Our sample of journalists focus on a wide range of issues

Banking

Financial Services

Investment

Retail

Energy/Utilities

Food & Beverage

Technology

Telecommunications & Media
Regulation

Building societies

Fast Moving Consumer Goods (FMCG)
Professional Services
Pharmaceuticals & health care
Insurance

Life Assurance and Pensions
Information Services

Outsourcing/ Facilities Management
Education
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Base: All Business Journalists (99). Source: Ipsos Survey of Business Journalists, Winter 2021



The way companies are
described or written about in the
media does filter through to
people’s perceptions... and then
you have those times when
something has happened.

Usually, if it’'s something bad,
then the way those issues are
written about or reported on by
the media are absolutely
critical to how people think about
what’s happened.

Business Journalist




Do fake news and misinformation pose a material

threat to business?

59 (yo Agree

39% bisagree
O

20/0 Unsure

Ipsos Reputation Counci
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That is just the sort of
‘what is someone going
fo say one day about us?’
and how quickly that
travels. You can'’t predict
any of that — you can
prepare for it but you
can't predict it. It is the
one thing that will keep
any comms person
awake at night.

Reputation Council
member




Why engage with journalists? Their view:

Journalists can get a Being better informed Journalists want to
company’s message could mean they report accurately and
across in the pieces position a company in be less one-sided

they write a more favourable light

Base: All Business Journalists (84), Winter 2019 | Source: Ipsos
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It helps me do my job more
effectively the more they engage
with me, but it's hopefully a win-win.

In general terms if we have a critical
story about a company and that
company or that individual doesn't
engage with us you are more likely to
have a one-sided story that is 90%
critical than something that might be
70% or 80% critical because you get to
hear the other side of the story.

Business Journalist
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What makes for outstanding

All Business
Journalists

Speedy response to queries / requests

Easy access to top executives / decision makers
Open, honest and transparent communication
Easily accessibility

Off-the-record briefings and updates

Regular personal contact (telephone or face-to-face)
Build and maintain strong working relationships
Knowledge and expertise

Targeted information for each journalist

Pro-active attitude from PR officers

Base: All Business Journalists (80)
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press relations?

Top mentions (%)
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Ipsos Survey of Business Journalists, Winter 2021



Where do they go for information?

Which of the sources of information are most useful to you in your work?

(%) all mentions % single most
useful source
21
Company public relations officers 10
Press releases from companies 14
T Unofficials company contacts (i.e. moles) ' 20
Face-to-face/ Video conference interviews with company officials (not PROs) 19
.. Emaicontactwith company officials (not PROs). 5
Company annual reports 5
Brokerage and investment houses / financial analysts 3
Press conferences 1
Public relations agencies 1
Company websites -
Articles about companies in newspapers and magazines 1
Twitter -
News agencies _ 31 -
Company Annual General Meetings || |G B G 25 -
Webinar / Webcasts / Podcasts || N 11 -
Online discussion forums [ 10 ]
Base: All Business Journalists (80) Ipsos Survey of Business Journalists, Winter 2021
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Who do people trust?

There is a role for
technical experts and

® Trustworthy (1-2)  m Untrustworthy (4-5)

Doctors

employee advocacy Scientists

Teachers

Armed Forces

Ordinary men/women

The Police

Judges

Lawyers

Television news.. IIFIZ2N

Pollsters

Clergy/Priests

Civil Servants

Journalists

Bankers

Business Leaders
Advertising executives 15% 37%

Government ministers 14%

o
G
o~

Politicians generally [ ik/) 63%

Source: Ipsos Global Trustworthiness Monitor: Global Country Average of 10,544 online interviews
across 22 countries ¢500-1000 online interviews per country aged 16/18-65/75, 2021.
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Are technical experts now more effective corporate

spokespeople then CEOS?

60 /0 Disagree 90/0 Agree

1 3 /0 Unsure

Ipsos Reputation Council

© Ipsos | Business Journalists Briefing | April 2022 | Public

“The CEO still plays a
massively important role
in terms of being the
figurehead and secondly
culture and setting the
agenda for the
organisation. So good
CEOs will always be
more effective, but a
technical person has a
very valuable
supporting role to play.

Reputation Council
member




The role of the CEO in external comms:
Balancing risk and reward

Overexposure

This could erode the
impact of their voice
and place

unnecessary focus on
less important issues.

Ipsos Reputation Counci

© Ipsos | Business Journalists Briefing | April 2022 | Public

Difficulty
distinguishing

the person from
the company
High-profile CEOs can

generate increased
scrutiny and pose a

challenge when
personal views differ
from the corporate
position.




The role of the CEO in external comms:
Balancing risk and reward

A sense of authority The face of the
company in a
major crisis

The CEO’s voice

emphasises the
importance of the

Instilling confidence,
being transparent and
outlining short-term

message, maximising and long-term actions.
the chances of

engagement.

Ipsos Reputation Counci
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Most impressive CEO

Who, in your opinion, is the most impressive Chief Executive in the UK? (Unprompted)

% Top mentions
Pascal Soriot - AstraZeneca

w

w w w w
-

Lord Simon Wolfson - Next

Nigel Wilson - Legal & General

Philip Jansen - BT

Alison Rose - NatWest

Amanda Blanc - Aviva

Ivan Menezes - Diageo

Steve Rowe - Marks and Spencer's

Tim Martin - Wetherspoons
Base: All Business Journalists (80 Ipsos Survey of Business Journalists, Winter 2021
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Who does this best?

How would you rate each of the following on press and media relations?

All Business Journalists Net score (% good - % poor) for each organisation

61 59 5

2 49 48 48 46

36 35

30 30 25

242 21

18 18 18 17 15

1312 11 14

4 4 4 4 4 3
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Base: All Business Journalists. Bases range from 76 to 81
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Positive sentiment & great media relations go hand-in-hand

All Business Journalists

The ‘sweet spot’ — strong
press relations and high

favourability

Favourability (+/-% Net Favourability)

Press Relations (+/-% Net Score) Base: All Business Journalists. Bases range from 76 to 81
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ESG is a bandwagon that can’t be stopped. Investors will
only invest in those companies which tick the right
boxes, so whether companies like it or not, they’re going to
have to be focused on ESG and they’re going to have to
be not just focused but top of the class on ESG as well.

Business Journalist

© Ipsos | Business Journalists Briefing | April 2022 | Public



Most important pillars of ESG: the media perspective

o 34
Third most 38
important
All business ae
Journalists (%) = Second most
important
® Most important
37
Environmental Societal Governance

Base: All Business Journalists (99). Source: Ipsos Survey of Business Journalists, Winter 2021
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[ESG is] a becoming evermore
discussed and important, from
customers to the general public.
The public will also be expecting
companies to actually be doing
things, it’s becoming much more
critical — how they spend their
money and who they spend it
with.

Business Journalist



Final thoughts

1

Journalists are keen to
get an informed view of
events — and their door
Is open. Engaging with
them is critical to your
reputation
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2

Journalists want to hear
from PROs - they have
a critical role in
safeguarding and
building reputation. But,
they also want to hear
from employees and the
C-suite




THANK YOU.
ANY QUESTION

Thomas Fife-Schaw

Research Director,
Syndicated Survey Lead

Ipsos Corporate Reputatio
E: Thomas.Fife-Schaw@i
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